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Reform and opening makes china’s economy develop rapidly. At the same time 
people’s lifestyle is changing. Especially the development of urbanization makes it 
more and more stronger that people desire to get out of concrete jungles and melt into 
the original ecology of nature. It is only about 20 years that outdoor sports in China 
changes from small and rare professional groups activities to public participation 
activities. During this period, China’s outdoor products industry grows up rapidly but 
still far from mature and saturation. There were all together 891 foreign and local 
brands in this industry in China at the end of 2013. The attractiveness is so big that it 
seems  everyone is dreaming of sharing the big cake. So, the study of this industry is 
valuable for the reference of those who are already or prepare to involve in it, and 
investors from stock market as well.  
In this paper, two typically representative companies are selected from China’s 
outdoor market research objects, they are Beijing Toread Outdoor Products Co.,Ltd. 
and Columbia Sportswear Company which is from America. First the author makes 
analysis of the western and Chinese outdoor industries respectively, then introduces 
the history of the two companies and their strategic routes, and then compares and 
analyses the two companies on the basis of the last five years’financial datas, the 
aspects covering profitability, the efficient use of assets, liabilities management, cash 
generation ability, growth, risk and value creation ability, financial strategy and 
financial policies. At last, the author makes conclusions of the analysis and  put 
forward some suggestions for local outdoor brands’ development. 
After analyzing the outdoor industry and the two companies’financial situations, 
we believe that there is a very good development opportunity for both foreign and 
domestic brands in Chinese outdoor market. Especially for the international brands 
which want to make good growth in sales, they must take advantage of emerging 














sustained profitability, sustained value creation, strong cash generating ability, 
sufficient cash and generally reasonable financial policies. Toread is much better than 
Colombia by comprehensive comparison. Toread’s developing trajectory has many 
similarities with Columbia. While the growth of Columbia is significantly behind 
Toread due to its main markets are Europe and America. Stagnation and even decline 
trend appears. 
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第一章  绪论 




















据欧洲户外集团 EOG 统计数据显示，2011 年欧洲户外市场零售额超过 100 
亿欧元，2012 年欧洲经济持续低迷，户外市场仅有微弱增长。根据美国户外产
业协会（OIA）数据，2011 年美国户外用品总收入高达 117 亿美元，同比上涨

















仅为 5.2%，参与人数约为 7000 万人，即使按照城市人口计算参与率也仅为 10%，
远低于美国等成熟户外市场近 50%的水平。① 
按照 2011 年美国户外零售 117 亿美元与 1.42 亿参与规模计算人均户外消
费额约在 520 元人民币左右，而我国人均户外消费额则不到 153 元人民币，不
足成熟市场的 1/3。随着户外运动普及及推广，如果以 2012 年城镇人口 7.12 亿
为基础，以人均 520 元户外消费额及 20%的城镇人口参与率来测算，我国的户外
市场规模则将达到 740 亿元；同理按照城镇人口 50%的参与率测算，则成熟后的
我国户外市场规模有望突破 1850 亿元。 
三、中国户外用品市场的成长 


















                                                             













第一章  绪论 
3 
化，将其作为一种时尚理念进行推崇和推广。 
中国纺织品商业协会户外用品分会（英文简称 COCA）从 2007 年度开始每年
发布中国户外用品市场的调查报告。2007 年中国户外用品市场品牌总数为 230
个，同比增长了 31%，年度批发、零售总额为 37.83543 亿元人民币，同比增长
了 34.17%。2013 年户外行业零售额 180.5 亿，出货额 96.8亿，零售额同比增长
24.3%，出货额增长 30.9%。2012 年和 2013 年行业增速有所回落。2013 年年度
品牌数量 891个，同比增长 8.26%，国内品牌 458个，同比增长 13.09%，国外品
牌 433个，同比增长 3.59%。 














者）和 CLUMBIA SPORTSWEAR COMPANY（简称：哥伦比亚），前者 1999 年成立，
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